In recent years, many studies are focusing on the best practices which make stores (both physical and virtual) more attractive, interesting and trustworthy for consumers [1] . The use of customized and efficient communication strategies addressed to specific consumers is an important topic of research [2] [3]. Furthermore, a growing interest has been put on the ways producers' and retailers' knowledge is used to add value to customers' experiences [4] . While the use of new technological tools in online shops is often studied in academic research, the application of new technologies to the point of sales is a promising and relatively unexplored field of study. In particular the use of digital content and technologies allowing consumers to interact with products in new ways has been under-investigated by scholars and underestimated practitioners. For instance, many e-retailers already exploit the opportunities offered by interactive technologies, such as 3D virtual models, in order to enhance consumers shopping experience [5] . Their use in stores, however, is still limited.
Consumers', products' and shops' knowledge in online and offline retail
Online retail is mainly focused on the management of digital contents. In fact, one of the main concerns for e-commerce operators is the representation, organization and communication of products' knowledge as digital content. At the same time, it has been early understood that online shops are a valuable source of knowledge on customers. Hence, online retailers have long been experimenting with technological tools for knowledge capture, representation, organization and communication.
The first paper included in this special issue [11] outlines the importance of consumers group's knowledge and their mutual conditioning in the purchasing decision making. The paper also discusses the role of technology for organizing contents for supporting the management of consumers' group knowledge.
Singer et al. [12] investigate the problem of knowledge representation in the case of tourism sector, by outlining the effectiveness of web-based tools such as the recommendation system for providing and supplying key services.
Berzins et al. [13] focus on the problems related to the online consumers interactions and transactions, which may affect consumer perception of the provided services.
Impact of new technologies on consumers' behaviour in the retail context
The introduction of advanced technologies in the retail context affects consumer experience, in terms of products perception, loyalty and purchasing intention, by promoting a new efficient communication channel between firms and consumers, as well as by involving consumers in the creation of highly customized services capable to increase their subsequent satisfaction [14] [15] [1] .
In the first paper included in this section, Newman et al. [16] focus on the effects of an advanced technology such as the Digital Signage in a traditional point of sale, in order to outline both the consumers emotional response and the consequences for retailers.
In the same scenario, Apeagyei [17] investigates the introduction of 3D body scanning. The author discusses the main implications for the sector.
Implications for future researches
The 6 papers included in this special issue offer interesting insights for both knowledge representation and the retail sector, as well as directions for future researches. In particular, it is possible to outline a few research topics concerning the categories identified in this issue: (1) consumers' knowledge representation and (2) impact of new technologies on consumers' behaviour in the retail context.
Concerning the consumers' knowledge representation, future researches should focus on new tools and techniques for knowledge transfer to consumers, as well as on consumer-computer interaction related to digital contents and on the subsequent interfaces for a more efficient personalized communication. These interfaces should consider customers' spontaneous purchasing practices in the shop in order to promote an effective interaction between humans and technology. The importance of factors such as trust, which are not easily managed through digital technologies, need to be further investigated.
Furthermore, researches focusing on the impact of new technologies on consumers' behaviour in the retail context could investigate the modes of segmentation and tracking of consumers' buying behaviour, in order to give marketers useful data for the development of new efficient retailing strategies. Moreover, it is possible to analyse and propose new methods for transferring products' knowledge to clients, as well as the customized digital contents for supporting their decision making.
Reviewers
The guest editors would like to express their thankful to the following reviewers who supported with their expertise the for the manuscripts submitted for publication consideration. Their effort was very useful for the development of this special issue.
